Marketing in a Post Crisis World
Published on May 6, 2020

Paul Garrison
Founder of Garrison Group and Professor of Marketing at Maastricht School

of Management in The Netherlands

Last month, we addressed the need to do a brand pivot during the lockdown because
customer attitudes are altering significantly. A brand pivot doesn’t mean a complete
repositioning but, as is the case with a multifaceted brand, you can simply adjust the

emphasis on the appropriate brand benefits and the interpretation of the brand experience.

Contrary to the 2008/2009 financial crisis, coming out of this COVID-19 crisis will likely
result in a much faster rebound. It will not be a time for celebration, however, due to the

huge losses suffered both in terms of life and economic hardship.



The most notable change, one we’re already experiencing, will be a longer-lasting shift
from a focus on ‘me’ to a greater focus on ‘we’. Customers have long memories and will
remember how brands and companies behaved during the crisis. It’s important, therefore,
to plan for that broader view of brand value as you plan your marketing and communication

strategies in the months ahead.

Integrated Values

Consumers will still buy your brand for the same fundamental reasons they have always
bought any brand — because it provides meaningful value to their lives. Social values
related to how the company does business in the community (global or local) and how it
treats its employees will have a greater impact going forward due to the COVID-19 crisis.
Edward Freeman, from the University of Virginia, has long urged businesses to broaden
their perspective on value creation beyond just the value the brand provides to customers

to include other stakeholders in its value proposition.

STAKEHOLDER THEORY AND BRAND MANAGEMENT WILL MERGE IN THE POST-CRISIS WORLD
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Let’s use IKEA as an example. The motivational power of their brand benefits builds in
motivational power to the crucial brand experience of being a better way for customers to

utilize their home living space.

IKEA BRAND VALUE ARCHITECTURE

CRUCIAL EXPERIENCE (EMOTIONAL)
A BETTER WAY
IKEA inspires me to continuously improve my living space
Creating a relaxed and open atmosphere
Modern, cultivated and tastful

.. TO EMOTIONAL

DIFFERENTIATING BENEFITS

= feel APPRECIATED
=IKEA TRULY VALUES my challenge in balancing my career and my family
accomplishments’ by making the most of my time

=Instant gratification (immediate availability and credit options)
. =Free time is precious. Why setltle for less?’

COST OF ENTRY (REQUIRED FEATURES AND BENEFITS
= Knowing that | got a GOOD DEAL

=’ get th quality, design, range, availability, and and services - at a great price’

=Everything under one roof
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Let’s now take that same brand value motivational hierarchy model and expand what
providing a better way could mean in terms of adding value to other stakeholders, such as
your employees and the local communities you operate in — two stakeholders who are very
much affected by the crisis. The effect of adding aligned brand value to other stakeholder
creates what we call a Brand Halo that acctually increases overall value for your brand.
The aligned value you create with your employees and in the communities you operate will
have the effect of creating even greater brand value for your customers. Adding value to

communities and employees is not only the right thing do do, its good business as well.



That linking of community and employee value has really come into focus during this

crisis.

- INTEGRATING COMMUNITY VALUE AND EMPLOYEE VALUES To CREATE A BRAND HALO
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We know how the customer is inspired by the ‘better way’ experience, but how can IKEA
broaden the better way concept to include stakeholder value. Just as segmentation can be
utilized for targeting ideal customer prospects, IKEA can also segment and target the best
segments for employees who are also motivated by the same better way brand value to

include a statement of what that shared brand and employee value means to employees.



INTEGRATING EMPLOYEE VALUES WiT IKEA's BETTER Way

A Better Way Brand Halo _® | yant to work fora company that respects
e that | have a lot to offer with my ideas and
passion to help customers find a better way
Added Brand Value to improve their living space

Crucial Emotional
Experience

©

9

S %)
Differentiating AQ °,

Benefits %

é? -.“'15 tiating
) '
es B ts

Cost of Entry
Features and
Benefits

Cost of Entry Benefits

Community Value Motivational Hierarchy Customer Motivational Hierarchy Employee Motivational Hierarchy
Community Focused Customer Focused Employee Focused

IKEA also understands and appreciates the role they have in communities and expands
their ‘better way’ brand value strategy to include their role there, too. Whether it is on how
they behave in a crisis or on an ongoing basis, such as how they source land for new stores
or select local suppliers, IKEA has adopted a way of working in communities around the

world that is fair, open, and transparent.



INTEGRATING COMMUNITY VALUE WITH 4 BETTer Way

IKEA Is competitive but fair and ethical A Better Way Brand Halo _»
at the same time. IKEA Is open and e

transparent in its dealings and adds
sustainable value to the community, its Added Brand Value
employees and its customers
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Broadening the scope of providing brand value can be extended to all stakeholders,

including the most vulnerable stakeholder we all share — the planet.

BROADEN YOUR BRAND POSITIONING AND UNDERSTAND THE VALUE MOTIVATIONS OF ALL STAKEHOLDERS

Brand
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The one lasting lesson we are learning from the COVID-19 crisis is that we are all in this

together: communities, employees, suppliers, and customers. Shouldn’t your post-crisis



brand strategy and communications reflect this valuable lesson? There is no better time to
start than now when everyone is paying attention not only to what you do, but to how you

do it.



